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The transformation in customer experience promoted by the advent of Web 2.0 has led to the measurement of 
customer perception of quality to consider more hedonic and subjective aspects of quality. Since there is no 
consensus in the literature on what the quality attributes of electronic services are and how they are organized, 
the objective was to investigate how to organize the objective and hedonic attributes of quality in online retail, 
based on the model of e-transqual measurement. For data analysis, descriptive statistics, and exploratory factor 
analysis (EFA) techniques were used. It is concluded that online retail companies should focus on technical 
characteristics, but should not overlook the hedonic aspects of quality, so as to make the customer experience 
during the buying process more enjoyable and thus ensure higher levels of quality. quality perception. 
Keywords: Consumer experience; hedonic aspects; measurement; electronic service; retail online. 
1. Introduction  
The development of information and communication technologies (ICT) has changed the traditional economy, 
allowing the emergence of electronic businesses (e-business). Among these, business-to-consumer (B2C) e-
commerce can be highlighted, also known as online retail, which is truly relevant to the economy [1]. In this 
context, the evolution of the web ended up impacting the way of using the Internet not only from the point of 
view of organizations, but also of their customers. Web 2.0 starts to position its users as central elements, in a 
context of greater interactivity and empowerment, changing the browsing experience [2,3].  
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The traditional e-commerce sector grew 12% in 2018 when compared to 2017 and 2019 is expected to be a good 
year for the segment, so that a market growth of about 15% is expected in relation to 2018, which would 
represent about 61.2 billion reais [4]. In this context of changing the browsing experience on the part of the 
customer and the consequent need to adapt online retailing, studies emerge that defend the position with not 
only objective or utilitarian aspects are related to the perception of quality on the web, but also, aspects more 
correlated to subjectivity, which connect to the perception of quality hedonic elements, those associated with the 
feeling of enjoyment[5, 6, 7]. There is a need to conduct research on quality perception in different locations, 
considering different dimensions, since the perception of dimensions for each e-service segment can vary. 
Among the motivations for conducting the research, its contribution to the quality literature in electronic 
services can be highlighted, as the consideration of hedonic and subjective aspects for quality measurement can 
provide a better understanding of the concept of quality in the online environment [5, 8]. In addition to its 
theoretical contribution, the research also presents practical contributions. Electronic retail organizations are 
facing the dilemma of reducing expenses while hoping to produce positive results. For that, it is necessary an 
effective management, which correctly allocates the various resources existing in its processes [9]. In this sense, 
the knowledge of customer preferences in relation to the aspects of qualities present in online retailers is a 
competitive differential. Due to the easiness that the consumer could access another retailer, his level of 
perception of quality influences the decision to switch to a competitor or remain in the same service [10]. Given 
the importance of quality perception of online retail companies, several studies aimed to identify and propose 
dimensions to measure the quality of electronic services. However, there are divergences in the literature about 
which dimensions are relevant and how they are organized [8, 11, 7]. Thus, the following research question is 
formulated: How are the relevant objective and hedonic aspects organized to measure the perception of quality 
by customers? To answer this question, the present research has the general objective of analyzing how the 
objective and hedonic attributes of quality are organized in online retail under the view of customers. In order to 
achieve a general objective, the following specific objectives were outlined: to ascertain the importance of the 
attributes of measurement of quality dimensions in online retail and to verify how the attributes are distributed 
among the dimensions. 
2. The evolution of the internet and online retail  
The advancement in the development of information technology (IT) is responsible for a shift from the 
industrial economy to an information-based economy [12]. In this new era of economics, the Internet and other 
online technologies are responsible for modifying various aspects of human life, including the way of doing 
business [9, 13, 14]. Then there are business models that come to be operationalized through the Internet, they 
are called electronic businesses or e-business. In this context, electronic commerce or e-commerce, is seen as a 
relevant component for the growth of organizations in this century, because in addition to serving as a platform 
for exposing new businesses, it also enhances the reach of existing companies, in a way to strengthen the 
relationship with customers [15]. Among the modalities of electronic commerce, online retail can be 
highlighted, understood as a direct electronic channel for sales of products and services from companies to 
consumers. Its benefits include dynamism between buying and selling and low investment costs [9]. In relation 
to the benefits identified with the advent of e-commerce compared to the traditional sales channel, it is possible 
to emphasize the ease of access and the research process, whose buyer find the most appropriate offer in relation 




to the brand, price, delivery and freight [16]. In view of the previous argumentation, it is emphasized the fact 
that there are no limitations arising from distances and opening hours, offering greater convenience to the 
customer. Another different aspect on the part of the services offered by the Internet, concerns the construction 
of the relationship between the customer and the company, in which the face-to-face interaction between 
customer and seller, a hallmark of traditional retail, it is absent in the online environment because the 
interactions occur through a website [17]. The companies can increase their sales through the greater reach 
provided by the Internet in the online environment, that means, the product is presented to a greater number of 
people, increasing the sales potential, both in terms of the amount of information offered about products for sale, 
as well as consumer's profile [18]. The importance of the content, aesthetics and usability of retail websites is of 
vital importance for customers, since they are responsible for the relationship between the company and the 
consumer, the perception of quality by customers in relation to the website can promote an experience of 
continuity in navigation, which is important to enhance their perception of value, thus influencing the 
performance of the online retail company [19, 5, 7]. With the transformation in the web environment provided 
by IT, companies were able to perceive an important aspect to beat the competition: taking advantage of the 
integration of services offered. Once recommendations are propagated among users, the effects of the users' 
contribution network can determine a company's success. The services offered by the web started to take 
advantage of the power of the users themselves, improving due to the collective activity [20, 21]. 
3. Quality in electronic commerce 
To understand the concept of quality in online commerce, it is necessary to consider aspects of quality of 
services and information systems. The latter, since websites are, in essence, information systems [22, 19]. In 
technical terms, the quality of the system can be understood as an object-oriented expectation, where this object 
is expected to have specific attributes for achieving objectives [23, 22]. The quality of the system concerns the 
quality of processing of the information system itself, which comprises software and data components, 
corresponding to the degree to which the system is technically correct. In this sense, some of the dimensions 
used to assess quality in information systems are adaptability, availability, reliability, response time and 
usability (or ease of use) [22, 24]. As for the quality of information, the definition “adequacy of information for 
use” is frequently used in the literature [22, 25, 26]. The quality of information is understanding as the quality of 
the output of what is produced by information systems, considering both the reports generated and the online 
screens [24]. In their version of the successful model in information system for the context of e-commerce, the 
authors in [22] introduced service quality as an independent variable in the model. The authors define quality of 
service as everything delivered by the service provider to the user and point the user of the service delivered by 
the information system, in the context of electronic commerce, as the customer, and that support with low levels 
of delivery translate into lost customers and sales. The insertion of the category, or dimension, quality in 
services is important because it allows the consideration of the client's perspective for quality assessment. Given 
the variety of approaches for measuring e-service quality, it was possible to understand that users of the online 
environment (or web systems) did not perceive quality exclusively when judging technical and objective aspects 
[5]. Nevertheless, several studies are beginning to underline the relevance of non-technical, or hedonic, aspects 
for the perception of quality in this type of environment [7, 8]. In this way, the hedonic (and consequently 
subjective) aspects are taken into consideration by researchers both for the definition of quality, and for the 




establishment of measures and aspects relevant to the perception of quality. In the hedonic perspective of quality 
in the system, there is a concern with cognitive, sentimental, enjoyment and fun aspects related to the use of the 
system and its influence on the individual perception of quality [27; 28]. In this context, the quality of the 
system goes from its orientation to the object and starts to an orientation to the process, concerned with the 
construction of emotional motives [29]. Regarding the perception of quality from the perspective of the service 
literature, quality in e-services due to the facilities that websites provide, and these are aspects related to the 
efficiency and effectiveness of purchases, deliveries of products and services. With this, one can expand the 
domain of quality in e-service, since the concept of the simple notion of online transaction is separated from a 
more comprehensive view that takes into account aspects of before, during and after transactions [30]. As much 
as the authors use the term quality of electronic services, in their research this type of service refers to the 
purchase service that can be performed through a website. That is, despite the use of the nomenclature 
"services", much of the insights regarding quality in this electronic context is related to what was previously 
defined as electronic commerce (e-commerce) and online retail [30]. The quality in the electronic service, or e-
service, presents a multifaceted concept, therefore, several dimensions and measures are used to deal with its 
measurement [8, 25]. In addition, as explained before, for each type of electronic service, the configuration of 
dimensions and the items of the scale for measurement may be different. Since the purchase and sale services 
are, for the most part, operated by websites, the quality of these is understood as fundamental for high levels of 
perceived quality in the whole e-service. In order for the perception of quality to be effective, the quality of the 
system and the quality of the information delivered by it, must be understood both in terms of compliance with 
requirements for operation, and in relation to the promotion of a playful and smooth navigation [31, 27, 29]. 
Since the quality of the electronic service has contributions from both the information system and the service 
literature, and both are related to benefits for companies, sometimes the measurement dimensions are 
overlapping. The authors in [22] proposed the quality of service, information quality and system quality 
constructs, whose measures of each of these dimensions are treated separately. Other authors, despite 
considering aspects of the system, information, services, treat these dimensions grouped in different formats [5, 
32, 7].  To carry out the research, we selected the e-transqual model, among the reasons for choosing this model 
as a starting point for analyzing the quality dimensions of online retail, it is the important consideration of 
dimensions that represent the most hedonic aspects in the perception of quality. 
4. The e-transqual measurement model 
Supported by the transactional view of online shopping and with an orientation to the process, the e-transqual 
model seeks to measure the perception of quality in the electronic service and considers all its stages. Since 
affective and emotional reactions are important for the evaluation of the service, and understanding that fun is 
important for the characterization of a continuous user experience, in addition to utilitarian aspects (which 
consider more technical characteristics), related elements to hedonism in the user experience in relation to 
quality assessment in e-services [5]. Figure 1 presents a conceptual model that brings the five dimensions that 
represent quality perception on the online retails.  





Figure 1: dimensions of measuring the perception of quality in electronic service 
For the authors, these relationships of affection are crucial for the evaluation of e-services. Sensations of 
enjoyment and fun can provide a better experience of continuity, assuming that buyers' behaviors are not purely 
goal-driven, thus promoting a greater perception of value by users [33, 7]. The process-based transaction 
framework, that was applied as a foundation for proposing the model, could be understood in four stages. The 
first concerns the informational phase, whose consumers examine and compare existing offers on the market. 
The second stage concerns the agreement phase, related to the transaction conditions. In the third, there is the 
phase of compliance with the transaction, referring to its execution. Finally, in the fourth stage, building the 
relationship between customers and the company [5]. In terms of importance of fun in the internet shopping 
process, this feeling is a measure that provides greater acceptance for online shopping, providing reinforcement 
for e-commerce alone, going beyond its characteristics of performance [34]. The contribution of the e-transqual 
approach has a great relevance, considering it a universal quality framework in electronic service [11]. In this 
context, it can be seen in the literature the consideration of hedonic aspects being used to theoretically base 
hypotheses related to aspects of the website that influence loyalty, and the influence of fun for the purpose of 
repurchase, however in this last work the hypothesis was rejected [35, 7]. Among the dimensions proposed in 
the model, three of them are divided into subdimensions. The confidentiality dimension represents a sub-
dimension related to the reliability of information. The Functionality dimension, on the other hand, presents a 
sub-dimension referring to the waiting time to access the website. Aesthetic design is a sub-dimension from 
Enjoyment that seeks to capture more subjective aspects of the perception of quality in online retail. 
5. Research method 
The research could be classified as exploratory of a quantitative nature, due to the interest in analyzing and 
discussing how the hedonic and utilitarian dimensions of quality are relevant to online retail and how they are 
organized. Therefore, there is no attempt to confirm the e-transqual model, nor to generalize the results 
obtained. We sought to relate possible variations between the results obtained and the original model with the 
theory about the theme, thus investigating the dynamics of the relationships between the variables. Exploratory 
research is interesting to better understand a research question, so that it is possible to identify perceptions, 





































necessarily proposing hypotheses [36, 37]. The strategy for data collection was the survey, so that the research 
instrument used was a questionnaire composed of 5 questions that sought to demonstrate characteristics of the 
sample profile and 25 measurement variables of the e-transqual model. All items were assessed using the same 
numeric scale ranging from 1=“strongly disagree” to 5=“strongly agree”. To improve the reliability of the 
questionnaire, a content validation process was carried out through the analysis of the items by specialists in the 
areas of information systems, quality, and marketing. Validation by specialists was of fundamental importance 
in the process of constructing the questionnaire, since the original items referring to each of the quality attributes 
were in English language, thus allowing the attributes to be translated in a coherent way for understanding in 
Portuguese language. In addition, some attributes that presented doubts about meaning could be rewritten such a 
way as to benefit their understanding in each of the dimensions. In this research, which deals with the analysis 
of the dimensions of quality perceived by online retail customers, the population is understood to mean all 
citizens who made purchases at online retail companies. According to data from [4], about 58 million Brazilians 
bought over the internet in 2018. Regarding the research sample, it is classified as non-probabilistic for 
convenience. It is worth noting that this research does not intend to propose generalizations about the results 
obtained, the main limitation of non-probabilistic samples, and highlighting its exploratory character of quality 
dimensions, it is argued that such positioning still allows the results obtained to be relevant . Descriptive 
statistics techniques (mean and standard deviation) were used to analyze the sample profile. To analyze the 
variables of the e-transqual model, exploratory factor analysis (EFA) was applied. Its choice was therefore 
made, despite the adoption of a measurement scale for the elaboration of the data collection instrument, 
indicating a prior knowledge of the relationships between the existing dimensions, as it could be identified in the 
literature review, the dimensions that represent the quality of online service varies in both configuration and 
quantity. To perform the EFA, it is recommended that the sample size be between 5 and 20 times the number of 
variables to be analyzed [38]. Since the EFA was performed on a set of 25 variables, the sample size must be 
between 100 and 500 respondents. The sample is composed of respondents only from the Northeast region and 
had 345 valid responses (value within the suggested parameters). According to the [4], the Brazil Northeast 
region showed a 27% growth in the number of e-commerce orders in 2018, a growth that was higher than the 
country's average, which was 12%. The questionnaire was applied online, a link was created and disseminated 
through social networks so that the application process could be simplified. As for the treatment of the data, 
Cronbach's alpha was analyzed to attest the internal consistency of the measuring instrument, seeking to observe 
whether the items proposed to measure each dimension are indeed coherent. The Kayser-Meyer-Olkine Test 
(KMO) and the Bartlett Sphericity Test were employed to verify the suitability of the EFA. For Bartlett's 
Sphericity Test, a significance level of p <0.05 is expected [38]. After checking the suitability of the method, the 
determination of the number of factors to retain was conducted, using Principal Component Analysis (PCA) as 
the extraction method that analyzes the total variance of the data to combine them into factors that may explain 
the greater amount of variance in the original variables [39, 40]. As a criterion for determining factors, the 
Kaiser test was taken into account, using the eigenvalue criterion, which assumes that a factor explains at least 
the variance of a variable present in the model, that is, the component it must have a eigenvalue, also called a 
latent root, greater than or equal to one. In order to facilitate the visualization of the variables in the extracted 
factors, the Varimax orthogonal rotation method was used. Communalities (suggested values: greater than 0.5) 
and factorial loads (suggested values: greater than 0.4) were analyzed to observe the adjustment of the items 




grouped in their respective factors [38, 37, 39]. 
6. Results discussion 
6.1. Sample profile 
Among the 345 respondents, approximately 51.60% were women and 49.40% were men. Of the total 
respondents, 69.27% were between 18 and 29 years old; 21.16% between 30 and 44 years old; 6.66% between 
45 and 59 years. There were few respondents younger than 18 years old (1.16%) and older than 60 years old 
(1.74%). Regarding education level, most respondents had incomplete higher education (34.49%) and post-
graduate education (30.15%), respectively, followed by complete higher education (24.06%). Complete high 
school (8.40%), technical education (1.45%), incomplete high school (0.58%) (whose percentage is the same as 
those who did not have any of the levels of educational training present in the questionnaire) and education 
(0.28%) complete the information about the highest level of education of the respondents. When asked about 
making their last purchase online, most respondents (53.62%) had made purchases in the last 30 days; 24.06% 
had made purchases between 1 and 3 months; 8.7% between 3 and 6 months; 6.66% between 6 months and 1 
year and 6.95% for more than one year. Table 1 shows means and standard deviations by dimension. The 
Reliability dimension presented the highest averages and the smallest standard deviations. The variable C3 
(Accuracy of order delivery) obtained the highest average (4.88) and the lowest standard deviation (0.339) of 
the model. The higher averages attributed may be related to the fact that, in the environment of financial 
transactions, which is the case of online retail, the service's capacity as a whole to not present flaws is an 
extremely important element for the perception of quality [26, 41]. The technical character of the dimension can 
also justify the smallest standard deviations since customers judge the dimension in a more objective way, being 
able to present a perception of quality more similar between them [26, 41]. On the other hand, the variables H4, 
H2 and H3, which are part of the dimension Enjoyment (Hedonism), had the lowest averages, with 3.02, 3.06 
and 3.61, respectively. This dimension also presented the largest standard deviations. The lower averages may 
be associated with the consideration that in the online shopping environment, hedonic aspects may not be as 
relevant as the technical aspects, since people may not realize the dimension of in an articulated way, but in a 
way intrinsic to the experience during the online shopping process [5].  Thus, ensuring the hedonic attributes of 
quality can be interpreted to inhibit dissatisfaction in the online shopping experience [5, 29]. Regarding the high 
values of standard deviations from this dimension, they may be related to the more subjective aspect of the 
hedonic quality attributes, so the dimension was perceived in a more heterogeneous way. Therefore, hedonic 










Table 1: Means and standard deviations by variables 
Variables Mean Standard deviation 
Responsiveness    
R1-Promptness of reactions to requests 4.20 0.862 
R2-Return policy 4.46 0.792 
R3-Availability of service personnel 3.68 0.916 
R4-Availability of alternative communication channels 3.91 0.970 
Reliability   
C1-Timeliness of order delivery 4.81 0.470 
C2-Product availability 4.50 0.652 
C3- Accuracy of order delivery 4.88 0.339 
C4- Breadth and depth of product range 4.23 0.725 
C5- Confidentiality 4.75 0.582 
C6-Encoding of personal information 4.77 0.540 
Process   
P1-Availability of the Web site 4.33 0.679 
P2-Waiting time 4.17 0.828 
P3-Stability of data Transmission 4.24 0.740 
P4-Efficiency of online order processing 4.48 0.605 
Functionality/design   
F1- Efficiency of navigation 4.32 0.667 
F2- Clarity of the web site 4.48 0.600 
F3- Accessibility of relevant content 4.17 0.805 
F4- Relevance of information 4.32 0.720 
F5- Timeliness of information 4.38 0.626 
F6- Visual appeal 3.81 0.961 
F7- Professional Web site design 3.95 0.876 
Enjoyment   
H1- Personalization of information and offerings  3.70 0.913 
H2- Fun of using the web site 3.06 1.079 
H3- Excitement when shopping online 3.61 1.012 
H4- Entertainment provided by the web site 3.02 1.078 
6.2. Scale validation  
Table 2 pointed that the instrument had a high internal consistency with the coefficient alpha value of 0.880 and 
demonstrating reliability of each dimension. Only the dimensions Responsiveness and Reliability showed a 
“moderate” association intensity. Values in the “moderate” association intensity range can be accepted, 
depending on the research objectives. It is also noteworthy that the highest alpha values are those of the 
Enjoyment and Functionality/ Design [38]. This finding confirms that the enjoyment issues represent the most 




critical factor for assessing the perceived quality with online retailers. 
Table 2: Exploratory factor analysis results for each dimension 
Dimension Number of variables Cronbach´s alpha 
Responsiveness 4 0.624 
Reliability 6 0.690 
Process 4 0.776 
Functionality/design 7 0.811 
Enjoyment 4 0.846 
Instrument 25 0.880 
At first, the empirical validation of the model was performed without excluding variables. The KMO test value 
was 0.858, which indicates an excellent suitability of the sample to perform the factor analysis. Bartlett's 
sphericity test also showed a level of significance within the desirable (p < 0.001). Subsequently, the Kaiser test 
were employed, the corresponding measures suggest a good fit of the extracted seven factors, representing an 
accumulated variance of 64.82%. However, some variables showed a factor loading in more than one of the 
dimensions, which may suggest the need to remove one or more variables to adjust the model. After successive 
alternative analysis of variable removal, it was decided to eliminate the variables F1 (Efficiency of navigation) 
and F2 (Clarity of the web site) and it resulted in a pool of 23 remaining quality indicators. The value of the 
KMO test remained in the range of “very good” adequacy, with a value of 0.848 and Bartlett's sphericity test 
remained with a significance level of 0.00. The Kaiser test indicated the loading of seven factors, which explain 
a slightly greater variance, corresponding to 66.66%. All communalities were within the desired value. Only 
variable C4 (Breadth and depth of product range) had a factor load in more than one factor. However, as the 
biggest factor load is in the dimension that it composes, it was decided to keep it. Table 3 shows the information 
exposed. Analyzing the model, the EFA result shows that the result kept the structure of e-transqual practically 
the same, corroborating the relevance of the theoretical relations established therein. Regarding the exclusion of 
the variable F1 (ease of navigation), understood by many authors as synonymous with usability, ease of 
navigation, or ease of use, it is an attribute derived from the Technological Acceptance Model and it is used as a 
relevant dimension for the perception of quality by several authors [32, 42, 8]. The removal of the item was 
important for the better adherence of the variables in their respective factors, so that their exclusion may be 
related to a possible duality between what seeks to measure the variable in isolation and what the entire 
dimension Functionality seeks to measure, that is, the item Ease of navigation was redundant. In other words, 
the dimension seeks to measure accessibility, availability, and relevance of information, which is understood in 
some works as the concept of ease of use or usability [8, 41, 43]. 
The Enjoyment dimension (Hedonism) presented high factor loads, which supports the need to consider 
attributes related to fun and pleasure when measuring quality in online retail, since customers do not make 
decisions solely oriented to objectives, that is, purely utilitarian [44, 45]. In this perspective, in the proposition 
of the e-transqual measurement model, the formation of the perception of quality in online retail is also 
supported by the hedonic view, influenced by the dimension of Functionality and Design and by feeling of 




pleasure during the purchase process at the online retailer [5]. 
Table 3: Factor loadings results for 23 items of the model 
Variables Factor1 Factor 2 Factor 3 Factor 4 Factor 5 Factor 6 Factor 7 
R1     .737   
R2     .759   
R3     .471   
R4     .593   
C1    .666    
C2    .650    
C3    .708    
C4 .455   .497    
C5      .914  
C6      .881  
P1  .708      
P2  .778      
P3  .710      
P4  .564      
F3   .654     
F4   .818     
F5   .809     
F6       .732 
F7       .816 
H1 .641       
H2 .843       
H3 .812       
H4 .818       
Thus, the proposed model was adapted to the reality studied and simplified so that it can be used with a smaller 
number of variables when compared to the original e-transqual model, in order to provide conditions for 
companies operating in the online commerce environment to use this instrument. data collection to be able to 
search for information about the perception of quality of its customers. 
7. Conclusion  
With the removal of the aforementioned items, the aim was to improve the model e-transqual and the 
differences found are simple, however, some adjustments are supported by theoretical considerations that better 
justify the results obtained. It is worth noting that this does not mean that these considerations are the only ones 
that can be admitted. In this way, understanding how the dimensions of quality are organized allows the most 
important elements of analysis to be perceived for the perception of quality in online retail. Online retail 
companies must focus on the technical characteristics of the service, information and system, but they must not 
neglect the hedonic aspects of quality, so that they can make the customer experience during the purchase 
process more pleasant and thus ensure higher levels of quality perception. In view of the results obtained and 
informed by insights from extant literature regarding quality in the online environment, some topics are 
suggested for further research. As a starting point for such research, an consideration that the dimensions may 
vary depending on the type of electronic service, it is suggested to apply the structure resulting from this 
research (and adaptations, if pertinent) in other types of electronic commerce such as B2B and C2C, since in this 
modality online sellers present themselves on a single website, and with that there are no differences between 




aesthetics and technical aspects of the website.  Since the research did not aim to confirm the e-transqual model, 
but rather to analyze its structure of dimensions, confirmatory analyzes were not carried out. In this sense, after 
carrying out this exploratory research it would be pertinent to carry out the Confirmatory Factor Analysis (CFA) 
in another sample, so that it was possible to confirm the model resulting from this research or propose 
improvements in it, contributing to the construction of the dimensions field quality in the online environment. 
Since the work consists of an opinion poll, its results are changeable, therefore, when considering a new sample, 
it is not possible to ensure the same results obtained here. 
8. Recommendation  
Since this study had its result obtained from the customer's perspective, it is suggested to apply the model 
obtained from online retail professionals and web systems developers, in order to counter the perceptions 
regarding the dimensions and attributes of quality. It is also recommended to collect more respondents from 
other regions and thereby compare the results obtained. It is also added that it would be possible to apply 
questions related to benefits arising from the perception of quality in the electronic service and thus perform 
some hypothesis tests to verify the association of dimensions with benefits related to the perception of quality, 
such as purchase intention and customer loyalty. Finally, it is also suggested to carry out qualitative research for 
a detailed analysis of each attribute identified as relevant to the composition of quality dimensions. Focus group 
techniques and content analysis can be used together to identify relevant attributes from the perspective of 
systems and information and / or marketing professionals. 
Acknowledgements 
The authors thank the Research Coordination for the Brazilian Ministry of Education (CAPES), for the financial 
support received to conduct this research. 
References  
[1]. T. M. Nisar and G. Prabhakar, “What factors determine e-satisfaction and consumer spending in e-
commerce retailing?,” J. Retail. Consum. Serv., vol. 39, no. July, pp. 135–144, 2017, doi: 
10.1016/j.jretconser.2017.07.010. 
[2]. T. O‟Reilly, “What Is Web 2.0: Design Patterns and Business Models for the Next Generation of 
Software,” in Communications & Strategies, no. 65, 2007, p. 17. 
[3]. E. Turban, J. Outland, D. King, J. K. Lee, T.-P. Liang, and D. C. Turban, Electronic Commerce 2018. 
Cham: Springer International Publishing, 2018. 
[4]. Ebit. Webshoppers . The Nielsen Company, 2018, pp. 42 -45. 
[5]. H. H. Bauer, T. Falk, and M. Hammerschmidt, “eTransQual: A transaction process-based approach for 
capturing service quality in online shopping,” J. Bus. Res., vol. 59, no. 7, pp. 866–875, 2006, doi: 
10.1016/j.jbusres.2006.01.021. 
[6]. D. X Ding,; P. J. H. Hu.;and O. R. L. Sheng. “E-SELFQUAL: A scale for measuring online self-service 
quality”. Journal of Business Research, vol. 64, no. 5, pp. 508–515, 2011, doi: 





[7]. J. Fang, Y. Shao, and C. Wen, “Transactional quality, relational quality, and consumer e-loyalty: 
Evidence from SEM and fsQCA,” Int. J. Inf. Manage., vol. 36, no. 6, pp. 1205–1217, 2016, doi: 
10.1016/j.ijinfomgt.2016.08.006. 
[8]. R. Ladhari, “Developing e-service quality scales: A literature review,” J. Retail. Consum. Serv., vol. 
17, no. 6, pp. 464–477, 2010, doi: 10.1016/j.jretconser.2010.06.003. 
[9]. W. M. Lu and S. W. Hung, “Exploring the efficiency and effectiveness in global e-retailing 
companies,” Comput. Oper. Res., vol. 38, no. 9, pp. 1351–1360, 2011, doi: 10.1016/j.cor.2010.12.009. 
[10]. M. Cao, Q. Zhang, and J. Seydel, “B2C e‐ commerce web site quality: an empirical examination,” Ind. 
Manag. Data Syst., vol. 105, no. 5, pp. 645–661, 2005, doi: 10.1108/02635570510600000. 
[11]. H. Sun, W. Ni, and Z. Wang, “A consumption system model integrating quality, satisfaction and 
behavioral intentions in online shopping,” Inf. Technol. Manag., vol. 17, no. 2, pp. 165–177, 2015, doi: 
10.1007/s10799-015-0254-0. 
[12]. X. Zha, J. Zhang, Y. Yan, and Z. Xiao, “User perceptions of e-quality of and affinity with virtual 
communities: The effect of individual differences,” Comput. Human Behav., vol. 38, pp. 185–195, 
2014, doi: 10.1016/j.chb.2014.05.039. 
[13]. Y. Lin, J. Luo, S. Cai, S. Ma, and K. Rong, “Exploring the service quality in the e-commerce context: a 
triadic view,” Ind. Manag. Data Syst., vol. 116, no. 3, pp. 388–415, 2015, doi: 10.1108/IMDS-04-2015-
0116. 
[14]. A. H. Busalim and A. R. C. Hussin, “Understanding social commerce: A systematic literature review 
and directions for further research,” Int. J. Inf. Manage., vol. 36, no. 6, pp. 1075–1088, 2016, doi: 
10.1016/j.ijinfomgt.2016.06.005. 
[15]. L. E. Boone and D. E. Kurtz, Marketing Contemporâneo. São Paulo: Cengage Learning, 2009. 
[16]. S. Moriguchi, S. Barbon, D. Andrade, and L. C. Murakami, “Relationship Quality in Electronic 
Commerce,” Contextus, vol. 14, no. 1, pp. 83–107, 2016. 
[17]. J. Rowley, “An analysis of the e‐ service literature: towards a research agenda,” Internet Res., vol. 16, 
no. 3, pp. 339–359, 2006, doi: 10.1108/10662240610673736 
[18]. N. Slack, S. Chambers, and R. Johnston, Administração da Produção. São Paulo: Atlas, 2009. 
[19]. S. B. L. Ferreira and J. C. S. D. P. Leite, “Avaliação da usabilidade em sistemas de informação: o caso 
do Sistema Submarino,” Rev. Adm. Contemp., vol. 7, no. 2, pp. 115–136, 2003, doi: 10.1590/S1415-
65552003000200007. 
[20]. B. B. Alexander, “Web 2.0: A New Wave of Innovation for Teaching and Learning?,” 2006. 
[21]. Z. Huang and M. Benyoucef, “From e-commerce to social commerce: A close look at design features,” 
Electron. Commer. Res. Appl., vol. 12, no. 4, pp. 246–259, 2013, doi: 10.1016/j.elerap.2012.12.003. 
[22]. W. H. DeLone and E. McLean, “The DeLone and McLean Model of Information Systems Success,” J. 
Manag. Inf. Syst., vol. 19, no. 9, pp. 9–30, 2003, doi: 10.1073/pnas.0914199107. 
[23]. S. Negash, T. Ryan, and M. Igbaria, “Quality and effectiveness in Web-based customer support 
systems,” vol. 40, pp. 757–768, 2005. 
[24]. N. Gorla, T. M. Somers, and B. Wong, “Organizational impact of system quality, information quality, 
and service quality,” J. Strateg. Inf. Syst., vol. 19, no. 3, pp. 207–228, 2010, doi: 





[25]. O. Arazy and R. Kopak, “On the Measurability of Information Quality,” J. Am. Soc. Inf. Sci. Technol., 
vol. 62, no. 1, pp. 89–99, 2011, doi: 10.1002/asi. 
[26]. M. Ghasemaghaei and K. Hassanein, “Online information quality and consumer satisfaction: The 
moderating roles of contextual factors – A meta-analysis,” Inf. Manag., vol. 52, no. 8, pp. 965–981, 
2015, doi: 10.1016/j.im.2015.07.001. 
[27]. P. B. Lowry, J. E. Gaskin, N. W. Twyman, B. Hammer, and T. L. Roberts, “Taking „Fun and Games‟ 
Seriously: Proposing the Hedonic-Motivation System Adoption Model (HMSAM),” J. Assoc. Inf. 
Syst., vol. 14, no. 11, pp. 617–671, 2013. 
[28]. S. Knight and J. Burn, “Developing a Framework for Assessing Information Quality on the World 
Wide Web,” Informing Sci. J., vol. 8, pp. 159–172, 2005. 
[29]. C. Seo, L. Xiao, J. J. Jiang, G. Klein, L. Xiao, and G. Klein, “Hedonic Information Systems Quality,” 
2017. 
[30]. A. Parasuraman, V. A. Zeithaml, and A. Malhotra, “E-S-Qual,” J. Serv. Res., vol. 7, no. 3, pp. 213–
233, 2005, doi: 10.1177/1094670504271156. 
[31]. Z. Yang, S. Cai, Z. Zhou, and N. Zhou, “Development and validation of an instrument to measure user 
perceived service quality of information presenting Web portals,” Inf. Manag., vol. 42, no. 4, pp. 575–
589, 2005, doi: 10.1016/j.im.2004.03.001. 
[32]. O. D. Rareş, “Measuring Perceived Service Quality Offline vs. Online: A New PeSQ Conceptual 
Model,” Procedia Econ. Financ., vol. 15, no. 14, pp. 538–551, 2014, doi: 10.1016/S2212-
5671(14)00505-X. 
[33]. T. Ahn, S. Ryu, and I. Han, “The impact of Web quality and playfulness on user acceptance of online 
retailing,” Inf. Manag., vol. 44, no. 3, pp. 263–275, 2007, doi: 10.1016/j.im.2006.12.008. 
[34]. S. Ha and L. Stoel, “Consumer e-shopping acceptance: Antecedents in a technology acceptance 
model,” J. Bus. Res., vol. 62, no. 5, pp. 565–571, 2009, doi: 10.1016/j.jbusres.2008.06.016. 
[35]. A. O‟Cass and J. Carlson, “An e-retailing assessment of perceived website-service innovativeness : 
Implications for website quality evaluations , trust , loyalty and word of mouth,” Australas. Mark. J., 
vol. 20, no. 1, pp. 28–36, 2012, doi: 10.1016/j.ausmj.2011.10.012. 
[36]. J. F. Hair, B. Babin, A. H. Money, and P. Samouel, Fundamentos de Métodos de Pesquisa em 
Administração, 2005th ed. São Paulo, 2005. 
[37]. D. Botelho and D. M. Zouain, Pesquisa Quantitativa em Administração, 1 ed. 2009. São Paulo: Editora 
Atlas S.A., 2009. 
[38]. J. F. Hair, R. E. Anderson, R. L. Tatham, and C. B. William, Análise Multivariada de Dados, 5 ed. 
Porto Alegre: Bookman, 2005. 
[39]. L. J. Corrar, E. Paulo, and J. M. Dias Filho, Análise multivariada: para os cursos de administração, 
ciências contábeis e economia., 1. ed. 200. São Paulo: Editora Atlas S.A., 2009. 
[40]. D. B. Figueiredo Filho and J. A. da Silva Júnior, “Visão além do alcance: uma introdução à análise 
fatorial,” Opinião Pública, vol. 16, pp. 160–185, 2010. 
[41]. A. Parasuraman, V. A. Zeithaml, and A. Malhotra, “E-S-Qual,” J. Serv. Res., vol. 7, no. 3, pp. 213–
233, 2005, doi: 10.1177/1094670504271156. 




[42]. S. Rose, M. Clark, P. Samouel, and N. Hair, “Online Customer Experience in e-Retailing: An empirical 
model of Antecedents and Outcomes,” J. Retail., vol. 88, no. 2, pp. 308–322, 2012, doi: 
10.1016/j.jretai.2012.03.001. 
[43]. M. Wolfinbarger and M. C. Gilly, “eTailQ: Dimensionalizing, measuring and predicting etail quality,” 
J. Retail., vol. 79, no. 3, pp. 183–198, 2003, doi: 10.1016/S0022-4359(03)00034-4. 
[44]. S. Akinci, E. Atilgan-inan, and S. Aksoy, “Re-assessment of E-S-Qual and E-RecS-Qual in a pure 
service setting,” J. Bus. Res., vol. 63, no. 3, pp. 232–240, 2017, doi: 10.1016/j.jbusres.2009.02.018. 
[45]. E. K. Yarimoglu, “A Review of Service and E-Service Quality Measurements: Previous Literature and 
Extension,” J. Econ. Soc. Stud., vol. 5, no. 1, pp. 169–200, 2015, doi: 10.14706/JECOSS115110. 
 
